The purpose of this present research is to examine and analyze the influence of destination image, marketing communication, and tourist expectation on tourist satisfaction and loyalty in Pagar Alam City, Indonesia. The population of this research was taken from the 2017 tourist database with the total number of 224,103 people. An accidental sampling was done in order to obtain 399 samples of the population. To collect the data, a survey was conducted to the domestic and foreign tourists visiting some destinations which currently become the main tourist attractions, namely Mount Dempo, Curup Mangkok Waterfall, Dempo Park, and Batu Megalit Tourism. The analysis technique employed in this research was the structural equation model (SEM) approach using the AMOS program package. The results showed that the marketing communication and the satisfaction were factors that proved to be significant in increasing the tourist loyalty directly, while the destination image and the tourist expectation could only influence the tourist loyalty through the satisfaction variable. These results indicate that the destination image and the tourist expectation can contribute significantly to the increase of tourist loyalty as long as the tourist expectations are implemented into the tourist satisfaction.
Tourism is a potential resource. In maximizing its potential various strategies need to be taken in order to provide satisfaction and loyalty for tourists. Gramer and Brown (2006) provide a definition of loyalty (service loyalty), namely the degree to which a consumer shows repeat buying behavior from a service provider, has a disposition or positive attitude toward the service provider, and considers to use only this service provider when he needs to use the service. From its definition, loyal consumers are not only buyers who make repeat purchases, but also maintain a positive attitude towards service providers.
In Aaker (2004) , one of the influencing factors on consumer loyalty is satisfaction. Consumers will be loyal to a product if they get satisfaction from the product. Therefore, the consumers may try several kinds of products whether the products are beyond the product satisfaction criteria or not. If after trying the consumers' responds are well, it means that the consumers are satisfied then they will decide to buy the products consistently throughout time. In other words, this consumer loyalty has been created for the products. In the context of tourism, satisfaction with travel experiences contributes to loyalty (Alexandris, Kouthouris, & Meligdis, 2006; Bramwell, 1998; Pritchard & howard, 1997) . The level of tourist loyalty in a tourist destination is reflected in their intention to revisit and their willingness to recommend the destination to others (Oppermann, 2000) . Another point of view revealed by Marconi (1993) that states the influencing factor on product or service that can also create loyalty is the Image. Image is in the context of tourism according to Artuğer, Cetinsoz, and Kılıc (2013). The first study to discuss the concept of image in tourism was realized in the early 1970s (Stepchenkova & Morrison, 2008) . Analysis and assessment of destination image is important in understanding tourist behavior. Many studies have revealed that destination image plays a major role in the selection of destinations (Beerli & Martin, 2004) . Dadgostar and Isotalo (1992) define destination image as the impression and attitude of a person towards a place. Another definition pointed out is that destination image as the image of the perceived destination that holds a significant place in terms of market competitiveness (Martin & del Bosque, 2008) . Various studies that examine destination image and loyalty variables have been carried out by Artuğer, Cetinsoz, and Kılıc (2013) and they showed a significant relationship and a significant positive influence of destination image on loyalty. Furthermore, Mohamad, Ali, Ghani (2014) revealed that destination image has a significantly positive effect on the intention of tourists to return.
In addition to building the destination image well, tourism must be able to communicate every destination owned by both foreign and domestic tourists in achieving satisfaction and loyalty. McCabe (2009) states that tourism has intangible characteristic as it is impossible to show before the demand for services is done. Considering the difficulty of communicating tourism in marketing, Mittal and Baker (2002) conclude the four key challenges in tourism marketing communication, namely: 1) abstractness: the difficulty of communicating because it is different from the concept of services in general; 2) generality: the difficulty of demonstrating the superiority of an offered service in general; 3) non searchability: the difficulty of carrying out preliminary evidence such as tasting the taste of a food or beverage; and 4) impalpability: the needs of deep understanding and interpretation before conducting marketing communication.
Several research studies have been conducted to analyze the general impact of marketing communications in the tourism sector. Some of them were conducted by Schellhom and Perkins (2004), Yuksel and Akgul (2007) , and Mittal and Baker (2002) who found how difficult it is to communicate tourism in marketing. Competition between destinations will also affect management and marketing communications, thus all information must reflect the brand. Effective marketing communication is expected to be able to bring up tourist expectations of the attractions visited. Lather et al. (2012: 5) states that tourist expectation is about the level of expectation and satisfaction that has the important meaning of sustainable tourism development in the destination image of a tourist destination. Tourist expectation is also delineated by Ismayanti (2010: 68) as a service whose series of activities designed to fulfill the tourist satisfaction, where the product or service has achieved the desired expectations.
According to Robert Mc. Intosh and Shaskinant Gupta in Yoeti (1992: 8) tourism is a combination of symptoms of relationships arising from tourist interactions, businesses, host governments and host communities in the process of attracting and serving tourists and other visitors. Indonesia is famous for its beautiful natural charm, diverse and unique culture, distinctive food, and a wealth of other attractions as assets for Indonesian tourism. This is what makes Indonesia the right choice for foreign tourists when traveling. South Sumatra is one of the provinces in Indonesia that has tourism assets. One of the leading destinations in South Sumatra is Pagar Alam City. In 2015, 50 percent of tourists, both domestic and foreign, wanted natural tourist areas. This big opportunity is owned by Pagar Alam City.
In reference to the Indonesia's Statistics Center (BPS) Pagar Alam data (2017), the number of foreign tourists visiting Pagar Alam City in 2016 was 102 people. This number had increased by 26 percent compared to 2015, and get fluctuated every year. As a comparison, the domestic tourists were almost 300 percent larger than the foreign tourists. In 2016, there were 126,364 tourists visiting Indonesia and this number continued to increase from the previous two years. The following is a graph that illustrates the number of foreign and domestic tourists coming to Pagar Alam City.
Based on these data, the phenomenon that should be focused on is the relatively low number of foreign tourist who visit in comparison with the domestic tourists. The unideal number of tourists expected then become one issue when it is not comparable to the charm of tourist destinations in Pagar Alam. Attractions in Pagar Alam consist of both natural and cultural attractions. Besides being famous for its natural beauty, Pagar Alam City is also rich in historical heritage. Numerous waterfalls and megalithic rocks are found in Pagar Alam. At least there are 15 natural tourist attractions and 25 cultural tourism places. These natural attractions are Mount Dempo, bamboo forest, and so on, while the cultural tourism objects are traditional house Besemah, historical stones, monuments, statues, and so on (Pagar Alam Dalam Angka, 2017) . This is what makes Pagar Alam a favorite destination in South Sumatra. One effort to increase the visits of domestic and foreign tourists by various parties in general and the government is by increasing the destination image and the need for improving ideal and good tourism marketing communications in Pagar Alam City. With good expectation from the tourists, the tourist satisfaction and loyalty will be created.
LITERATURE REVIEW
Griffin (2003) provides a definition of loyalty that is "when a customer is loyal, he or she exhibits purchase behavior defined as non-random purchase expressed over time by some decision-making units". According to Kotler and Keller (2006) , indicators of customer loyalty are repeat purchase (loyalty to product purchase); retention (resistance to negative influences about the company); referalls (referring in total to the company's existence). Further in Griffin (1995) , 4 attributes of loyalty are explained, namely: a. Make regular repeat purchase; b. Purchase across product and service line; c. Refer others; d. Demonstrate immunity to the pull of the competition.
There are various meanings given by the experts to describe satisfaction (Tjiptono, 2012) . Day in Tse and Wilton (1988) explains that customer satisfaction is the customer's response to the evaluation of perceived nonconformities between previous expectation (or other performance norms) and the actual performance of the product which is experienced after its use. According to Gaspersz (2005) , the factors that influence customer satisfaction and expectation consist of "needs and desires" relating to the things that the customer feels when he is trying to make a transaction with a service producer. In conceptual, Chi and Qu (2008) reveal seven dimensions of satisfaction in traveling, namely: shopping, activities and events, lodging, accessibility, attraction, environment, and food.
According to Pitana and Diarta (2009) , destination image is a trust held by tourists regarding products or services that they buy or will buy. Destination image is not always formed from experiences or facts, but also can be created that it can become a strong motivating factor for tourists to have a tourist destination. Chi and Qu (2008) reveal the nine dimensions of destination image namely: travel environment, natural attraction, entertainment and events, historical attraction, travel infrastructure, accessibility, relaxation, outdoor activities, prices and costs. Kotler and Keller (2008) state that marketing communication is a means by which companies try to inform, persuade and remind consumers directly or indirectly about the products and brands sold. According to Lovelock and Wirtz (2004) marketing communications for services include: (1) personal communications, are personal selling activities, customer service, training, telemarketing, and word of mouth communication; (2) advertising, is an activity that includes broadcasts, prints, internet, outdoor media, and direct mail; (3) sales promotions, are activities related to product samples, coupons, merchandise, price discounts, and promotions in the form of special prices; (4) publicity and public relations, are activities that include press release/kits, press conferences, special events, and sponsorships; (5) instructional materials, including websites, manuals, brochures, video/audio cassettes, and voice mail; and (6) corporate design, including interior decoration, vehicles, equipment, and uniforms.
Oliver (1997) declares that expectation is the anticipation of future consequences based on the main experience, current situation, or other sources of information. Based on Horovitz (2000) expectation can be formed by 4 factors, including: 1. similar experience, 2. price paid, 3. past experience expectations, and 4. communications by the service provider (Horovitz, 2000, p. 8.) . Tourist expectation is an important factor in tourist destinations and activities. Bosque and Martin (2008) argue that views influence expectation. A good expectation for a tourist destination will have a positive impact on the confidence of tourists to visit and look for tourist destination experiences. Further, Akama and Kieti (2003) explain that expectation is formed through information provided in the form of advertising, brochures, mass media, friends or relations.
METHODS OF RESEARCH
The research design was explanatory research, in which this research analyzed the causal relationship between destination image, marketing communication, tourist expectation, tourist satisfaction and loyalty in Pagar Alam City through a survey method. The data collection was done by using a survey to the research respondents, namely domestic and foreign tourists visiting the currently main tourist destinations. These tourist destinations were Mount Dempo, Curup Mangkok Waterfall, Dempo Park, Batu Megalit Tourism. The population of this research was from the 2017 tourist database which had the total number of 224,103 tourists. Then the sampling was taken using Accidental Sampling technique. Of the total population, 399 samples were obtained who were represented by 9 foreign tourists and 390 domestic tourists. The analysis technique employed in this research was the structural equation model (SEM) approach using the AMOS program package.
RESULTS AND DISCUSSION
The data analysis employed in this quantitative research was Structural Equation Modeling (SEM) by first testing the variables through confirmatory factor analysis. The SEM model also analyzed to obtain and to evaluate the suitability of the proposed model.
After knowing all the results of data processing, then the results were discussed and lastly the conclusions were drawn based on the results of data analysis. After the quantitative research proved the hypothesis then in this section the results of this research are presented to prove, deepen, expand, weaken or abort the quantitative data that has been obtained. Finally, at the end of this section, the Model of Tourist Loyalty in Pagar Alam City is formulated.
The results of the CFA final model formation for Destination Image variable obtain the loading factor values for all indicators that are greater than 0.5 and the reliability values of Destination Image variable are explained in Table 1 . In the normality test table above, the critical ratio (CR) values of the skewness and kurtosis are smaller from -2.58 to +2.58, thus the data can be declared as normal. After declaring the data as normal, the next data processing is testing the SEM model whose results can be seen in Figure 1 below. Table 2 .
From Table 2 , it can be seen that all measurements included in the "Marginal Fit" category indicate that the value of model feasibility from the results of data processing has not met the applicable criteria in SEM. It is declared to be marginal because the value is not too far from the applicable numerical criteria. A number of arguments reveal that even it is still possible to accept if the number is not too far from the criteria. In table 3 , the values contained in the Estimation column show the regression coefficient between the two variables and are used as reference between the variables studied. The next is the Significance Value (P) column showing that the P Value indicates the probability or level of significance. The numbers in this column are obtained from the output Regression Weights table on the AMOS output. In the meantime, the Determination Coefficient (R2) column is to see the influence of variables simultaneously derived from the square multiple correlation table on the AMOS output.
The above structural model processing result recapitulation results in the standardized regression weight and R 2 or the coefficient of determination for variables of destination image, marketing communication, and tourist expectation on loyalty with a value of 94.7%. At the same time, the coefficient of determination for the satisfaction variable on loyalty is obtained as much as 75.6%. This means that the model in this research is good, and the independent variables examined have been able to measure the influence on the dependent variable.
The results of data processing show that the destination image has a positive influence on the tourist satisfaction as much as 0.489 and is significant at the significance level of 0.000, thus the hypothesis is accepted. This is supported by the results of research conducted by Coban (2012) which found that a positive destination image made the tourists felt better satisfaction. The tourists who rated positively on the destination image may be willing to visit again and recommend related destinations to other people. Mohamad, Ali, Ghani (2014) also revealed that the destination image had a significant positive effect on the intention of tourists to return. The object of this research was in Malaysia. Similarly, the research done by Artuğer, Cetinsoz, and Kılıc (2013) and Chi and Qu (2008) also found that there was a relationship and a significant positive effect of the destination image on loyalty. The results of the research by Kandampully and Suhartanto (2000) recorded the tendency of consumers to repurchase and provide recommendations with pleasant images that were trusted to guarantee high service quality. The destination image was related to a destination association which in this case was the tourist destination stakeholders in Pagar Alam City. The impression that the tourists memorized increased as more experiences of the tourists that enjoyed the destination. In conclusion, a good destination image in Pagar Alam City can lead to the tourist loyalty on a tour. It is important for Pagar Alam City tourism stakeholders to build the destination image to be well perceived by both domestic and foreign tourists. The new positive image can be felt by consumers after feeling satisfaction first, which in turn will form loyalty.
The marketing communication variable has a negative influence on the tourist satisfaction as low as -0.084 and is not significant (0.142> 0.05). Hence the hypothesis is rejected. The marketing communication variable does not contribute significantly to the increase in tourist satisfaction. This result shows that there is still a need for new concepts that can improve the relationship between marketing communication to satisfaction and tourist loyalty. Marketing communication is related to the process of forming consumer behavior and explores the interactions between consumer actions and reactions to marketing messages. The findings of this research point out that the implementation of marketing communication in the existing Pagar Alam City tourism was still less effective, thus it provided unclear information about tourist destinations. This failure of fulfilling the tourists' needs for complete information ultimately can make the tourist satisfaction unable to create.
The tourist expectation variable is the most dominant variable directly affecting the satisfaction. The tourist expectation has a positive influence on the satisfaction with a value of 0.524 and significant at 0.000, thus the hypothesis is accepted. This corresponds to the research result conducted by Aliman et. al. (2014) , which found that tourist expectation had a significant positive effect on the tourist satisfaction. This present research results are also in line with Septian and Sirait's(2014) research which also stated that tourist expectation had a significant influence on the tourist satisfaction. The tourist expectation directly influence the level of tourist satisfaction with the services received (Xia et. Al., 2009). Therefore, this tourist expectation is the first step should be taken into account by the tourism stakeholders in Pagar Alam City to attract tourists and gain experiences from existing tourist destinations.
The tourist satisfaction variable is proved to have a significant positive influence on loyalty with a large influence as much as 0.799 and is significant at 0,000, meaning that the hypothesis is accepted. Satisfaction with travel experience contributes to the loyalty 
CONCLUSION
Based on the above results of this research, there are a number of points for the conclusions as follows:
1. It is proved that satisfaction is a significantly mediating variable of the influence of exogenous variables on the endogenous one, because it has an impact on differences in the significance of the relationship compared to the direct influence. These results explain that satisfaction is a variable that is able to bridge the concept of tourist loyalty with individual ability factors such as the level of intelligence, skills, attitude, mental, and experience. In the context of this research, individual abilities are measured by Destination Image, Marketing Communication and Tourist Expectation, which has not been found in previous studies. In general, these results can be a new model in measuring Tourist Loyalty, especially in the field of marketing.
2. The Tourist Expectation variable is the most dominant variable directly influencing the satisfaction. These result shows that tourist expectation is the first step for the tourism stakeholders in Pagar Alam City to attract tourists to come and gain experiences from the existing tourist destinations.
3. The marketing Communication variable does not contribute significantly to the increase in tourist satisfaction, while the Destination Image has the greatest indirect influence on the Satisfaction. These results indicate that a new concept is still necessary in order to improve the links between the Marketing Communication and the Image Destination with the Tourist Loyalty.
4. The Satisfaction becomes a factor that proves to be significant in increasing the Tourist Loyalty directly, while the Destination Image and the Tourist Expectation can only influence the Tourist Loyalty through the Satisfaction variable. These results indicate that the Destination Image and the Tourist Expectation can contribute significantly to the increasing Tourist Loyalty as long as the Tourist Expectation is implemented into the tourism marketing concept.
5. To increase the Tourist Loyalty in Pagar Alam City, it is necessary to have satisfaction that can be developed from the Tourist Expectation and the Destination Image.
